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tice, however, information is hardly ever complete. To
date, little is known about the impact of incomplete infor-
mation on the decision-making processes in international
service firms. This article examines the effects of incom-
plete information on the evaluation and use of marketing
researchintelligence.Theresultsofanexperimentalstudy
suggestthatdecisionmakersininternationalservicefirms
are unlikely to ignore missing information. Instead, they
tend to adopt a strategy of inferential, assumption-based
reasoning. Furthermore, the absence of information rele-
vant to decision making in international services market-
ing has distinct evaluative consequences in terms of
satisfaction, trust, and intention to use information.




Sarathy 1993). Globalization has become an effective
competitivestrategyforservicefirmsduetoacombination
of structural, market, and technological changes (Segal-
Horn 1994). Stagnant domestic markets and growth op-
portunities across geographical borders cause service
firms to broaden their business horizons (Bradley 1999).
It is generally agreed on that services can be character-
ized by higher perceived purchase risk in comparison to
goods (Bateson 1995). An important reason for this per-
tainstothefactthatservicesarehardtostandardize(Guse-
man 1981). Other reasons are limited information
availability for consumers due to higher levels of experi-
ence and credence attributes of services (Parasuraman,
Zeithaml, and Berry 1985) and involvement of customers
in the production process of services (Bateson 1995). In
comparison to national services, the associated purchase
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© 2000 Sage Publications, Inc.risk is likely to be even higher for foreign services due to
difficultieswithstandardizingservicesinternationallyand
higher unfamiliarity with the service or its provider. In to-
tal, this will result in comparatively high levels of interna-
tional uncertainty for service firms.
Furthermore,whenengagingininternationalactivities,
service organizations are facing the challenges and barri-
ers associated with internationalization strategies (Cowell
1993).Theycomeintocontactwithnewbusinessenviron-
mentsaswellasunfamiliarcultures.Becausecultureisan
integral element of the service encounter (Bradley 1999),
inevitably this will result in higher degrees of uncertainty.
Cultural customs and practices are highly determinant for
customers’ service expectations, perceptions, and ulti-
mately evaluations. A service firm’s ability to effectively
dealwithculture-baseddifferencesinexpectations,percep-
tions, and evaluations as well as in foreign customs and
practiceswilldetermineitsinternationalsuccessorfailure.
In dealing with international uncertainty, service firms
arecontinuouslyinneedofmarketinginformation.Forthe
development of successful international marketing strate-
gies, detailed market information is a prerequisite (Craig
andDouglas2000).Amongthemostcommonwaysofob-
taining such information is conducting international mar-
keting research. According to Newman (1962), marketing
research can supplement the intuition and assumptions of
the marketing decision maker. However, “one of the un-
failing realities of marketing problems is that information
aboutthesituationisoftenincompleteandofquestionable
accuracy”(Nylen1990,p.8).Consequently,inadditionto
uncertainty inherent to international environments, deci-
sionmakersinservicefirmswillbeconfrontedwithinfor-
mational uncertainty as well.
Thepurposeofthepresentstudyistogainmoreinsight
into the issue of incomplete information and its conse-
quences for decision making in international service set-
tings. We aim at investigating what the impact will be of
incompletemarketingresearchinformation(a)ontheway
in which decision makers in international service organi-
zations handle this lack in information, (b) how they will
evaluate the intelligence that is available, and (c) whether
they will use it for decision-making purposes. Insight in
the consequences of incomplete information enables pro-
viders of marketing intelligence, such as marketing re-
search agencies or internal research departments, to better
understand the underlying processes and the effects of in-
formational uncertainty. Information management poli-
cies can then be developed that ultimately help decision
makers in service organizations to more effectively deal
with uncertainty.
The article is structured as follows. First, we will pro-
vide a brief synthesis of the extant literature on decision-
makinguncertaintyandmissinginformationandmoreex-
plicitly discuss their role in (services) marketing decision
making. Next, we will address two distinct informational
topics of decision-making relevance for international
service settings: (a) information on the cross-national
comparability of research data and (b) information on the
financial accountability of international service invest-
ments.Thefirsttypeofinformationaimsatreducingenvi-
ronmental, culture-based uncertainty; the latter serves to
decrease strategic uncertainty of international service ac-
tivities. Subsequently, we will formulate our research hy-
potheses. After having reported on an experimental study
designed to test our hypotheses, we conclude the article
with a discussion of the results and present a number of
theoretical and managerial implications.
UNCERTAINTY, MISSING INFORMATION,
AND MARKETING DECISION MAKING
Uncertaintyisawell-studiedphenomenoninacademic
decision-making literature. This originates from the fact
that it is quite influential on effective decision-making
practices (Kahneman, Slovic, and Tversky 1982; McCas-
key 1986; Orasanu and Connolly 1993; Thompson 1967).
When reviewing the stream of literature on uncertainty, it
soon becomes clear that there is no unambiguous defini-
tion of this concept available. Lipshitz and Strauss (1997)
integrate existing definitions and provide a quite compre-
hensive conceptualization of uncertainty. These authors
identify three types of uncertainty: (a) incomplete infor-
mation, (b) inadequate understanding of information due
toconflictingmeanings,and(c)undifferentiatedinforma-
tional alternatives that are equally positive or negative.
Decision makers have been found to cope differently
with these distinct types of uncertainty (Lipshitz and
Strauss 1997). One of the most used ways of coping with
incomplete information is so-called assumption-based
reasoning,thatis,fillinggapsinknowledgebymakingas-
sumptions through extrapolation on the basis of available
information (Cohen 1989). Reducing uncertainty, for ex-
amplebycollectingadditionalinformation,isusedmostly
to deal with an inadequate understanding of information.
Finally, undifferentiated alternatives are handled by
weighing the pros and cons of each alternative. An addi-
tionalwayofdealingwithuncertaintyisbysuppressingor
denying it. This particular strategy was found to be used
the least by decision makers.
In the present study, the focus is on the impact of uncer-
tainty caused by having incomplete information in interna-
tional service settings. Despite the importance of complete
informationforreducinginternationaluncertainty,thecon-
sequences of information incompleteness represent an un-
derdeveloped area in the international services marketing
literature. To date, research on the effects of missing infor-
mation on decision making has featured most prominently
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cesses, and applied psychology literature (e.g., Jagacinski
1991; Slovic and MacPhillamy 1974; Yamagishi and Hill
1981; Yates, Jagacinski, and Faber 1978).
In these areas, research mainly focuses on how decision
makers form evaluative judgments about alternatives that
varyintheamountofinformationbylookingathowthesede-




information about job candidates but predicted the missing
information from available information, then they make an
evaluation about the candidate and penalize the candidates
for whom this information was missing.
In marketing-related areas, the issue of missing infor-
mationhasbeenstudiedespeciallyinrelationtoconsumer
behavior toward goods. Several studies investigated how
consumers handle missing information when having to
form evaluations about products and making purchase de-
cisions. Most of these studies support the formal
inference-processingmodel,findingitsessenceintheear-
lier mentioned principle of assumption-based reasoning
(Ford and Smith 1987; Gardial and Biehal 1987; Johnson
1989; Johnson and Levin 1985). The model predicts that
consumersmakeinferencesonaproduct’sunstatedattrib-
utes on the basis of stated attributes that serve as informa-
tive cues. The presented and inferred attributes are then
integrated to form an overall evaluation, preference, or
choice (Lim and Kim 1992).
With respect to this evaluation, Johnson and Levin
(1985)concludethatthegreatertheamountofmissingin-
formation, the less favorable a product’s evaluation. As
compensation for the missing information, consumers
might try to collect additional information. However, “the
abilitytoformaccurateinferences,evenwithconsiderable
mental effort, can reduce the total effort associated with
thechoiceprocessbyeliminatingorsignificantlyreducing
the search for the missing information” (Ross and Creyer
1992, p. 15). This illustrates that in many marketing
decision-making situations, inference formation is an es-
sential strategy in the process of forming evaluations and
that it represents an interesting field for further academic
investigation.
The question of whether findings from the various re-
search domains, including the product literature, could be
extended to the international services setting has been left
unanswered. Incomplete information will function as an
“uncertaintymultipliereffect,”implyingthatitwillincrease
the uncertainty that is inherent to international services.
Beforeexaminingtheeffectsofincompleteinformationin
international service settings, however, the question
should be raised of what matters are important for ade-
quate decision making in international service manage-
ment. In the next section, two such informational topics
will be introduced, on the basis of which our research hy-
potheses will be formulated.
INFORMATIONAL TOPICS FOR
DECISION MAKING IN INTERNATIONAL
SERVICE SETTINGS
Different types of information tend to differ in degree of
decision-making relevance across business settings. In this
article,thefocuswillbeontwoinformationaltopicsthatare
likely to be of relevance for decision makers in an interna-
tionalservicesetting:informationoncross-nationalcompa-
rability of research data and information on financial
accountability of international service investments.
Information on Cross-National
Comparability of Research Data
The impact of a country’s culture on the international
marketing of services is quite substantial. For services,
cultural differentiation will be one of the most important
causes of international uncertainty. As Dahringer (1991)
states, “barriers to the international marketing of services
areduelargelytothecloseculturalrelationshipsbetweena
societyandtheservicesofferedinthatsociety”(p.7).Due
to the high levels of heterogeneity and subjectivity, ser-
vices are hard to standardize (Rust, Zahorik, and Keining-
ham1996).Thisholdsfornationalservicesbutevenmore
for international service activities. A country’s culture is
an integral element of many services (Bradley 1999), and
cultural factors form a major obstacle to standardization
(Buzzell1968).Servicesareoftenstronglyculturebound,
and their demand is influenced by a country’s society
(Bradley 1999). Therefore, variations in service quality
performance perceptions can be partially culturally deter-
mined. Service issues important in one society, for exam-
plethewayinwhichaserviceisprovided,maybefoundto
be less relevant in another society in which it might be the
outcome of the service process that counts.
In addition, organizations crossing national borders
will be confronted with “differences in economic wealth
and levels of literacy, coupled with linguistic heterogene-




fluential. It is at this stage when the interaction between
the international service organization and its foreign cus-
tomers takes place and the organization is directly con-
fronted with local customer preferences and practices.
Higher levels of unfamiliarity with foreign markets
combined with the cultural diversity across countries cre-
374 JOURNAL OF SERVICE RESEARCH / May 2000ate a need for reliable marketing research information.
However, due to the same cultural differentiation creating
this need, difficulties will arise when comparing research
datacrossnationally.Informationoftenmightnotberead-
ily comparable across countries. Important service con-
cepts may be understood differently across countries, or
participants from whom the information is being obtained
might react differently to measures used for data collec-
tion. Theoretically, these problems form serious threats to
bothconstructandmeasureequivalence,respectivelyrefer-
ringtocross-culturalequivalenceinconstructstobestudied
and equivalence in the operational measures in cross-
cultural settings (Craig and Douglas 2000). For interna-
tional marketing research data to be comparable across
countries, equivalence both in content as well as method-
ology is of crucial importance (Craig and Douglas 2000;
Dawar and Parker 1994). Equivalent and standardized
measures should be developed, although these may entail
somelossofprecisionandaccuracyinanygivencultureand




service settings. For establishing equivalence, marketing
researchers must first carefully design appropriate re-
searchmethods.Furthermore,analysistechniquesmustbe
appliedtoformallycheckthelevelofequivalenceinmulti-
country data (e.g., Mullen 1995; Styles 1998). Decision
makersarelikelytofeelmorecomfortablewiththeirdeci-
sions when being convinced that thorough attention has
beenpaidtotheinternationalvalidityofresearchinforma-
tion. Therefore, providers of international marketing re-
search information should pay explicit attention to the
level to which cross-national equivalence in the data has
beenestablishedandcheckedwhenprovidingintelligence




The second informational topic relates to the financial
accountabilityofinternationalserviceinvestments.Invest-
ments in service activities and service quality are usually
made with the objective of improving performance and
customersatisfaction.Investingincustomersatisfactionis
important to business organizations because “customer
satisfactiondrivesfutureprofitability”(AndersonandFor-
nell1994,p.13).Inthegoodsindustry,therelationshipbe-
tween marketing investments and business performance
has been studied extensively. One of the most well-known
examples is the Profit Impact of Marketing Strategies
(PIMS) program sponsored by the Strategic Planning In-
stitute (cf. Buzzell and Gale 1987). Some of the most im-
portant conclusions were that market share is positively
related to return on investment (ROI) and that product
qualityisanimportantdeterminantofmarketshare.Other
studies reported a direct positive association between
product quality and ROI (Buzzell, Gale, and Sultan 1975;
Schoeffler, Buzzell, and Heany 1974).
Also in the services industry, the necessity of gaining
insights into the financial consequences of investments
has been acknowledged. According to Rust, Zahorik, and
Keiningham (1995), “How to make profitable decisions
aboutqualityexpendituresisthekeymanagerialproblem”
(p. 59). Service quality improvement efforts need to be fi-
nanciallyjustifiedoraccountedfor.Forthispurpose,man-
agers need a method that helps them to direct their limited
resources to those areas from which they get the greatest
response. The “Return on Quality” (ROQ) approach, de-
velopedbyRust,Zahorik,andKeiningham(1995),issuch
a method in which the change in the net present value
caused by the quality improvement is related to the neces-
saryextraexpenditures.Itallowsmanagerstocompareal-
ternative quality improvements on the basis of their ROQ
and has been proven useful in several service industries,
such as hotel and banking services.
When conducting a marketing research project on the
service quality of an international service firm and its cus-
tomers’satisfactionlevel,theoutcomeislikelytoconsistof
conclusionsandmanagerialrecommendationsaimedatim-
proving service quality where necessary. Due to the ever-
growingurgetoaccountforfinancialinvestments,informa-
tion on the financial implications of service expenditures
will be highly appreciated by decision makers. The rele-
vance of this particular type of information is illustrated by
Lipe’s (1998) finding that some market measures, such as
variance of returns, had an actual effect on investment de-
cisions and risk assessment. Information on investment
consequences provides an opportunity to reduce the opera-
tional uncertainty associated with international service
investment decisions. Therefore, information on the ac-
countability of international service investments represents
a useful issue in a marketing research project. After having
discussed two important informational topics, we now will
continue with the formulation of our research hypotheses






Service firms seeking information on the international
marketstheyenterorareactiveinoftenhiremarketingre-
searchagenciestoconductmarketingresearchprojectsfor
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on external research agencies is a common if not the most
common approach to conducting research” (p. 15).
Mostly, these projects will result in research reports pre-
sentingconcreteresultsandmanagerialrecommendations
for the international service organization. On the basis of
thepreviousdiscussion,explicitattentioncouldbepaidin
suchresearchreportstothelevelofcross-nationalcompa-
rability of research data. This communicates to decision
makers that techniques have been used to make the infor-
mation comparable across countries and that it can be
readilyusedforoperationaldecisionmaking.Ontheother
hand,itisalsopossiblethatnothingisbeingmentionedon
the comparability of the data, consequently leading to in-





both topics will result in higher levels of decision-making
uncertainty in international service settings. The first hy-
pothesis we posit focuses on how decision makers in an in-
ternational service firm will deal with incomplete informa-
tion. Subsequently, several hypotheses focus on the effects
of varying levels of information presence on satisfaction
with, trust in, and finally intention to use the information
available in an international research report. Figure 1 pre-
sents our conceptual framework with respect to the experi-
mental factors and the dependent variables.
As mentioned before, decision makers can deal with
uncertainty in several ways. In the case of uncertainty
caused by missing information, it was found that missing
informationisunlikelytobeignoredordeniedbydecision
makers (Lipshitz and Strauss 1997). Potter and Beach
(1994)concludedfromanexperimentalstudythatspecific
missing information on attributes is regarded as an im-
portant violation when having to make decisions. This
violation was found to strongly influence the screening
process of alternatives between which a choice had to be
made, resulting in favorable evaluations of more com-
plete alternatives.
Other studies have shown that decision makers will




vantage of using assumption-based reasoning is that it en-
ables experienced decision makers to act quickly and




tion obtained from other related studies, and knowledge
based on a decision maker’s own experience. These infor-
mationalsourcescanbeusedtomakeinferencesaboutthe
missing information, which then are combined with the
available information to evaluate the overall decision-
makingusefulnessoftheresearchreportpresented.Corre-
spondingly, we hypothesize that
Hypothesis 1: Decision makers in international service
settings having to make decisions on the basis of a
marketing research report in which information is
missing are more likely to make predictions about
this missing information on the basis of other avail-
able information than to ignore it.
Hypothesis 1 relates to how decision makers objec-
tively deal with incomplete international marketing re-
search information. When studying the use or nonuse of
such information, a focus on subjective evaluative judg-
ments is useful as well. Because conducting a marketing
research project can be considered a service provided by
the research agency to a client, we adopt a perspective in
which customer evaluative judgments are central (e.g.,
Parasuraman, Zeithaml, and Berry 1985, 1988). Several
evaluative criteria in the context of services marketing
have been developed in the literature, including customer
satisfaction and trust between partners.
Satisfaction can be described as a customer’s cognitive
and affective evaluation of a product or service being de-
livered to him or her by a specific provider (Oliver 1997).
Satisfactionwasfoundtobeinfluencedbythelevelofper-
ceived service quality (Cronin and Taylor 1992; Oliver
1993; Parasuraman, Zeithaml, and Berry 1994; Rust and
Oliver 1994). In a study on relationships between provid-
ers and users of marketing research intelligence, Moor-
376 JOURNAL OF SERVICE RESEARCH / May 2000
FIGURE 1
Conceptual Frameworkman, Zaltman, and Deshpandé (1992) define trust as “a
willingness to rely on an exchange partner in whom one
has confidence” (p. 315). We adapt this definition and de-
fine trust in research information as “a willingness to rely
onmarketingresearchinformationinwhichonehasconfi-
dence.” Moorman, Deshpandé, and Zaltman (1993) found
that among other factors, trust was positively influenced
by a researcher’s willingness to reduce research uncer-
tainty. This could be achieved by providing information
that is as complete as possible.
MenonandVaradarajan(1992)suggestthatareceiver’s
perception of information quality influences the degree to
which the information is acted on. Deshpandé and Zalt-
man (1982, 1984) found a positive relationship between
quality of the contents of a research project and the extent
of use of research information. In managerial decision-




ing information tend to be devalued by consumers (Huber
and McCann 1982; Johnson and Levin 1985). Integrating
theabove,weexpectthatcompletemarketingresearchin-
formation leads to more positive attitudinal (satisfaction
and trust) and behavioral (intention to use) evaluative
judgmentscomparedtowheninformationismissinginan
international research report. Therefore, we formulate the
following set of research hypotheses:
Hypothesis 2: Decision makers in international service
settings having to make decisions on the basis of a
marketingresearchreportthatcontainscompletein-
formation on both cross-national data equivalence
and financial accountability of international service
investments...
Hypothesis 2a: are more satisfied with,
Hypothesis 2b: have higher levels of trust in,
Hypothesis 2c: and have a higher intention to use the
available information in the report
. . . than decision makers having to make decisions
onthebasisofareportthatismissinginformationon
both topics.
In practice, decision makers are likely to value various
types of information differentially. Information on the fi-
nancial consequences of planned investments could be
perceived as more meaningful and involving than
research-methodological information on whether data
have been corrected for cross-national differences. This is
driven by the earlier mentioned managerial need of know-
ing the financial consequences of (service) investments:
“In an era of cost cutting, quality expenditures must be
made financially accountable” (Rust, Zahorik, and Kein-
ingham 1995, p. 59).
From the attribution literature (Gilbert, Pelhan, and
Krull1988;NewmanandUleman1989),itisknownthatif
information creates more cognitive unrest, individuals
willprocessthisinformationmoredeeplyandwilldevelop
attributions. Furthermore, accountable subjects, having to
justify their judgments and decisions to others, will dis-
play more search efforts and examine more information
(Lee et al. 1999), whereas lower issue involvement de-
creases information-processing efforts (Maheswaran and
Meyers-Levy 1990). In contrast to equivalence informa-
tion, information on service investment accountability is
highly relevant for a manager’s perception of the environ-
ment. It will create higher levels of involvement, mainly
because it directly confronts decision makers with the fi-
nancial consequences of their decisions and thus is likely
to be processed more elaborately. Literature on distinct-
ivenesssupportsthisnotionandindicatesthatrelevantand
distinctstimuliaremoredeeplyprocessed(Sanbonmastu,
Shavitt, and Sherman 1991) and more easily remembered
(McDaniel et al. 1995). We postulate that information on
cross-national equivalence of research data is likely to be
of lesser practical relevance for decision makers in inter-
national service settings and, therefore, less influential on
attitudinal and behavioral evaluative judgments in com-
parisontoinformationonfinancialaccountabilityofinter-
national service investments. Consequently, we hypothe-
size that
Hypothesis 3: Decision makers in international service
settings having to make decisions on the basis of a
marketing research report that contains no informa-
tion on cross-national data equivalence and com-
plete information on financial accountability of
international service investments...
Hypothesis 3a: are more satisfied with,
Hypothesis 3b: have higher levels of trust in,
Hypothesis 3c: and have a higher intention to use the
available information in the report
. . . than decision makers having to make decisions
onthebasisofareportthatcontainscompleteinfor-
mation on equivalence and no information on ac-
countability of investments.
The previous set of research hypotheses differentiates
between the effects of incomplete information on the two
informational topics, based on the notion that decision
makers are likely to make a cognitive distinction between
relevant and less relevant information. However, it can
also be expected that both types of information interact
with each other. The magnitude of the presence effect of
relevant accountability information might very well de-
pend on the level of information available in the interna-
tional research report on cross-national data equivalence.
Thisoriginatesfromthethoughtthatdecisionmakerswill
additionally value apparently less relevant information as
soon as they feel they are at least being provided with in-
formationofhigherperceivedrelevance.Thiscorresponds
with the so-called adding model, which focuses on how
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evaluations about alternatives (Jagacinski 1991). Adding
modelsstatethatmoreinformation(e.g.,oncross-national
dataequivalence)increasesthetotalvalueofanalternative
as long as this information is not negatively valued by the
decision maker. Therefore, with respect to the interaction
between both types of information, we hypothesize that
Hypothesis 4: The effect of complete information on fi-
nancial accountability of international service in-
vestments will be more positive in terms of...
Hypothesis 4a: satisfaction with,
Hypothesis 4b: trust in, and
Hypothesis4c:intentiontousetheavailableinformation
in the report
. . . for decision makers in international service set-
tingshavingtomakedecisionsonthebasisofamar-




In the next section, we will report on the results of an
experimental study designed to test our hypotheses.
AN EXPERIMENTAL STUDY
Experimental Design




on data equivalence and (b) providing no information on
data equivalence. Information on financial accountability
ofinternationalserviceinvestments(AI)wasalsomanipu-
latedontwolevels:(a)providingcompleteinformationon
financial accountability and (b) providing no information
on financial accountability. Consequently, we arrived at a
full2
2factorialdesign,allowingustoexplicitlytakeinter-
action effects into account (Keppel 1991; Kirk 1982).
Stimulus Materials
As stimuli for evoking responses, we developed dis-
tinct scenarios to be shown to decision makers working in
an international service setting and who use international
marketing research information on a regular basis. The
purposeofthesescenarioswastohelpdecisionmakersput
themselves into the situation to test our hypotheses. Each
scenariocontainedadescriptionofahypotheticalinterna-
tionalmarketingdecision-makingsituation.Thescenarios
were developed after in-depth interviews both with mar-
keting researchers and decision makers. This was done to
ensure that scenarios depicted a realistic situation and
were worded realistically.
Eachscenariostartedwithanintroductiontoclarifythe
setting of the decision-making situation. In this introduc-
tion, it was explicitly mentioned that respondents should
picture themselves in a situation in which they were con-
fronted with an imaginary international marketing re-
search report provided by an external marketing research
agency. Respondents had to be real-life decision makers.
Theywereselectedfromalistofemployeesworkingatthe
international headquarters of a large, Dutch office equip-
mentmanufacturingcompany.Itwasstatedthatontheba-
sis of the report, they would have to make decisions
regarding (the improvement of) the manufacturer’s inter-
national service quality policy or assist in the decision-
making process regarding this policy.
Thereportwassaidtocontaininformationabouta(fic-
tive) study on international customer satisfaction with
various service aspects relevant for this particular type of
industry. This study had been conducted internationally
among customers of operating companies located in sev-
eral countries. In each scenario, it was mentioned that the
reportcontainedallthestandardmarketingresearchinfor-
mation, such as information on research design, data col-
lection methods, sampling techniques, sample composi-
tion, and results and recommendations regarding interna-
tional customer satisfaction with the manufacturer’s
service. The manipulation occurred with respect to the
amount of information on cross-national data equivalence
and financial accountability of international service in-
vestments said to be present in the research report.
Thetwolevelsforequivalenceinformationwereincor-
porated in a scenario by stating that decision makers
should imagine themselves in a situation in which they
would like to compare customer satisfaction scores be-
tween the different international operating companies of
the manufacturer. They were then notified of the problem
that arises when comparing satisfaction scores across
countries. This was done by pointing respondents to the
factthatdifferencesinfamiliaritywithmeasuresandscal-
ing procedures may lead to incomparable scoring across
populations. Furthermore, due to differences in culture, a
score obtained in one country may not have the same
meaning or conceptual interpretation in another country.




ers (with complete information on cross-national data
equivalence) responded to a scenario in which it was ex-
plicitly stated that the marketing research agency did eve-
rything possible to establish cross-national equivalence in
thecustomersatisfactiondataandthatvalidnationalcom-
parisons could be made. Another group was confronted
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formation on the establishment of data equivalence was
present in the research report and, therefore, that a valid
comparison could not be guaranteed.
Withrespecttoinformationonfinancialaccountability
ofinternationalserviceinvestments,decisionmakerswere
explicitly notified of the importance of knowing what ad-
ditional costs will be incurred by international service
quality improvement efforts and what the actual benefits
andpayoffwillbe.Onegroupofdecisionmakerswastold
that the imaginary research report included an appendix
presenting the results of various cost/benefit analyses.
These analyses clarified what the estimated costs and
benefits would be of service quality improvement efforts
on the basis of recommendations given in the report. An-
othergroupwouldreadascenario,statingthatnosuchin-
formation was present in the report. In total, four
scenarios were composed based on the combination of
manipulated amounts of information on both topics. For
the purpose of illustration, a final sample scenario is in-
cluded in the appendix.
Pretest
Using simple random sampling, 15 actual decision
makers were selected for the pretest. The pretest had two
functions: (a) to assess whether the desired state was in-
ducedbythemanipulationsoftheindependentexperimen-
tal factors and (b) to assess the reliability of the dependent
measures.Thesubjectsparticipatinginthepretestwerein-
terviewed immediately after exposure to the manipulation
(PerdueandSummers1986).Theinterviewsrevealedthat
the manipulations were successful in inducing the desired
state of mind. Only minor adaptations to the four
decision-making scenarios were necessary. Moreover, it




As mentioned, participants in the experiment had to be
real-life decision makers. All the participating decision
makers were located at the international headquarters of
the manufacturing organization. These headquarters con-
sist of staff departments that, by formulating company
policies,centrallyguidetheoperatingcompaniesinagreat
numberofcountries.Toreachanacceptablelevelofexter-
nal validity, an essential criterion was that respondents to
beincludedinthefinalsamplewereregularusersofinter-
national marketing research information who had experi-
ence in interpreting it. Potential respondents were
randomly assigned to the four treatments.
Initially, 126 respondents participated in our study.




(considered a proxy for interpretation experience), 6 re-
spondents were excluded from our sample, because they
were not likely to have the intended usage and experience
level. Consequently, the final sample consisted of 120 us-
able decision makers equivalently distributed across the
four random experimental groups.
Because we expected relatively large effects (Cohen
1992; Sawyer and Ball 1981; Stevens 1986) for all treat-
mentsandanticipatedthedependentvariablestobehighly
intercorrelated (Stevens 1986), a sample size of approxi-
mately25percellwouldsufficetoachieveapower(1–b)
of 0.80 at an a = .05 level (Cohen 1992; Sawyer and Ball
1981).Eachrespondentreceivedabookletthat,inaddition
to the control questions, included instructions, a descrip-
tion of the scenario, and the satisfaction, trust, and
intention-to-use measures. In addition, measures were in-
cludedforassessingadecisionmaker’sstrategyofdealing
with missing information. Furthermore, manipulation
checkswereaddedtoassesswhetherthestateintendedby




The results of the manipulation checks suggested that
there were significant differences between complete and
no information on cross-national data equivalence, F(1,
115) = 9.08, p = .0032, and complete and no information
on financial accountability of international service invest-
ments, F(1, 115) = 6.74, p = .0107, as intended by the de-
sign. Furthermore, Sternthal, Tybout, and Calder (1987)
argue that ultimately, the effectiveness of the manipula-
tions is reflected in the pattern of the resulting data.
Validity and Reliability
of Dependent Measures
We carried out principal component analyses to assess
whether the items for the dependent variables would load
onseparatecomponents.Theseanalysesshowedthateach
item loaded (>0.5) on only one component and that items
grouped together as intended. This indicates discriminant
validity and that the three measures are tapping different
concepts. Satisfaction with the information in the imagi-
native research report was operationalized by four items
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with the contents of this research report”). These items
were based on a measurement instrument developed by
Oliver (1980). A composite measure for satisfaction, as
wellasfortrustandintentiontousetheavailableinforma-
tion, was calculated by averaging the items. The coeffi-
cient alpha for satisfaction was .83.
Trust in the information was operationalized by three
items on a 7-point Likert-type scale that were adapted
from a scale developed by Moorman, Zaltman, and
Deshpandé(1992)(e.g.,“Iwouldtrustthecontentsofthis
research report”) (coefficient alpha = .81). The items for
measuringadecisionmaker’sintentiontousetheinforma-
tionoriginatedfromascalebyMaltzandKohli(1996).We
conceptualize information use as the extent to which the
decision maker intends to use the information to under-
standhisorherworkenvironmentandtomakeandimple-
ment service quality decisions, thereby respectively
coveringbothconceptualandinstrumentaluseofresearch
information (Menon and Varadarajan 1992). The instru-
ment consisted of eight items measured on a 7-point
Likert-typescale(e.g.,“ItisverylikelythatIwouldusethe
informationofthisstudyforimprovingourservicequality
policies”) (coefficient alpha = .91).
Finally, the way in which decision makers would deal
withmissinginformation(predictingversusignoring)was
operationalized by three items on a Likert-type scale for
eachstrategy.Theseitemsweredevelopedspecificallyfor
thepurposeofthisstudy(predicting,e.g.,“Onthebasisof
the information that is available in the research report I
wouldmakeinferencesaboutthemissinginformationand
use these inferences together with the available informa-
tion to form a judgment about the report”; and ignoring,
e.g.,“Iwouldnotbebotheredbythefactthatcertaininfor-
mation is missing in the report and base my judgment
solely on the information that is available in the report”).
The instrument for “predicting” had a coefficient alpha of
.73;for“ignoring”thiswas.81.Overall,therefore,allreli-
abilityscoreswellexceedthethresholdvalueof.70aspro-
posed by Nunnally and Bernstein (1994).
Testing Assumptions of MANOVA
and Dependent Variables
Given the relatively large sample size and the robust-
ness of MANOVA to departure from multivariate normal-
ity (Stevens 1986; Tabachnik and Fidell 1996), violations
of multivariate normality are not expected to be severe. In
addition,inspectionofthehistograms,normal-probability
plots, skewness, and kurtosis for each dependent measure
for each cell showed only slight departures from normal-
ity.AnotherassumptionunderlyingMANOVAisequality
of variance-covariance matrices. This assumption can be
tested using Box’s M test for homogeneity of dispersion
matrices.However,thistestisusuallynotveryuseful,asit
is extremely sensitive to multivariate nonnormality (Ste-
vens 1986; Tabachnik and Fidell 1996).
Finally, power analysis revealed that the power level
waswellabove0.8forthesignificanteffects(a=.05).If
the dependent variables are uncorrelated, MANOVA is
superfluous.Insuchacase,onemightbeabletorelyon
univariate ANOVAs (one for each dependent variable).





MANOVA, conducted to assess whether significant main
and interaction effects of the independent factors on the
dependent variables exist. Research into the robustness of
the statistics available for MANOVA suggested that the
Pillai-Bartlett trace criterion (V) might be the most robust
statistic for general protection against departures from
multivariate normality and homogeneity of variance-
covariance matrices (Stevens 1986; Tabachnik and Fidell
1996). Therefore, we will only report the Pillai-Bartlett
trace criterion and its F approximation. However, it must
be noted that all four rival tests (Wilks’s likelihood ratio
criterion [W], Hotelling-Lawley trace criterion [T], Roy’s
largest root criterion [R], and Pillai-Barlett criterion [V])
areasymptoticallyequivalentinlargesamples.Theresults
of MANOVA are summarized in Table 1.
As can be concluded from Table 1, we found that the
presence of information on financial accountability of in-
ternational service investments has a significant main ef-
fect (on all three dependent variables), indicating that the
means on the dependent variables are unequal for the two
levelsinwhichaccountabilityinformationispresentinthe
internationalresearchreport;thatis,foraccountabilityin-
formation, V = 0.13; F(3, 113) = 5.68, p = .001; h
2 = 0.13.
For the presence of information on cross-national data




In addition, we found that the two-way interaction be-
tween both types of information showed a significant ef-
fect: V = 0.13; F(3, 113) = 5.71, p = .001; h
2 = 0.13. As a
consequence, the main effects in isolation will not yield a
faithful picture of the results of the experiment (Keppel
1991; Kirk 1982). The cell means for the interaction be-
tween equivalence information and accountability infor-
mation are presented in Figure 2 for all three dependent
measures.
The interaction effect turned out to be significant for
both satisfaction with and trust in the available informa-
tion in the international research report; that is, for satis-
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5.43,p=.022.Forintentiontousetheinformation,thein-
teraction effect was not significant; that is, for intention to
use,F(1,115)=0.20,p=.656.Thisisdepictedgraphically
in Figure 2. For intention to use the available information,
thelinesrunpracticallyparalleltoeachother;forsatisfac-
tion and trust, the slopes of the lines are distinct.
Hypotheses Testing
Hypothesis1wastestedbyperformingapairedsample
t test to assess whether decision makers are more likely to
make predictions about missing information on the basis
of other available information than to ignore it. On the ba-
sis of this test, we fail to reject Hypothesis 1: The predic-
tion strategy of dealing with missing information is used
significantlymoreoftenthantheignoringstrategy:t(116)=
16.32, p < .001.
We used univariate contrast analyses to further explore
the relationships uncovered by the omnibus test (Neter,
Wasserman, and Kutner 1990) and to test Hypotheses 2
and3.FromconductingANOVAs,itbecameclearthatthe
four cells in our factorial design differed significantly on
thethreedependentvariables:forsatisfaction,F(3,115)=
6.34, p = .001; for trust, F(3, 115) = 5.14, p = .002; for in-
tention to use, F(3, 114) = 4.36, p = .006. With respect to
Hypothesis 2, we find that decision makers who have to
make decisions on the basis of an international marketing
researchreportthatcontainscompleteinformationonboth
cross-nationaldataequivalenceandfinancialaccountabil-
ity of international service investments are significantly
moresatisfiedwith,havehigherlevelsoftrustin,andhave
ahigherintentiontousetheavailableinformationinthere-
port than decision makers who have to make decisions on
the basis of a report that is missing information on both
topics. That is, for satisfaction, t(115) = 3.53, p < .001; for
trust, t(113) = 3.13, p = .001; for intention to use, t(114) =
3.45, p < .001. Therefore, we fail to reject Hypotheses 2a,
2b, and 2c.
WithregardtoHypothesis3,wefindthatdecisionmak-
ers having to make decisions on the basis of an interna-
tional marketing research report that contains no informa-
tion on cross-national data equivalence and complete in-
formation on financial accountability of international
service investments are significantly more satisfied with
and have more trust in the available information in the re-
portthandecisionmakershavingtomakedecisionsonthe
basis of a report that has complete information on equiva-
lence and no information on accountability of invest-
ments.Thatis,forsatisfaction,t(115)=2.07,p=.021;for
trust,t(113)=2.06,p=.021.Nosignificantdifferencewas






tween both informational topics. Although Umesh et al.
(1996)cautionresearchersforusingtheomnibusFtestfor
interactions to test for differences between cell means,
they also indicate that the 2 ´ 2 ANOVA constitutes a spe-
cial case in that respect (cf. Keppel 1991). The interaction
effectwassignificantforbothsatisfactionwithandtrustin
the available information but not for the intention to actu-
ally use it when making decisions; for satisfaction, F(1,
115) = 6.00, p = .016; for trust, F(1, 115) = 5.43, p = .022;
for intention to use, F(1, 115) = 0.20, p = .656. Hence, we
fail to reject Hypotheses 4a and 4b but reject Hypothe-
sis 4c. In other words, the effect of complete information
on financial accountability of international service invest-
ments is significantly more positive in terms of satisfac-
tionwithandtrustintheavailableinformationfordecision
makers who have to make decisions on the basis of an in-
ternational marketing research report that also has com-
plete information on cross-national data equivalence than
for decision makers having to make decisions on a report
with no information on equivalence. For the intention to




the uncertainty associated with engaging in international
business activities. Especially in the services industry, in-
ternational uncertainty is likely to be substantial. Unfa-
miliarity with foreign cultures, customers, and their
servicepracticescombinedwiththehigherperceivedpur-
chaseriskforforeignserviceswillresultinaconsiderable
amount of environmental uncertainty for international
service providers.




Effect Trace (V) F




information (EI) 0.04 1.50 .219 0.04
Accountability
Information (AI) 0.13 5.68 .001 0.13
Two-way interaction
EI ´ AI 0.13 5.71 .001 0.13
a. df1 =3 ,df2 = 113; F approximation.
b. Multivariate extension of h
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FIGURE 2
Graphical Representation of Means for
Two-Way Interaction Between Presence of Equivalence and Accountability InformationTo deal effectively with this uncertainty, service firms
depend on the availability of marketing information. In
practice, however, it seems that information hardly ever is
complete. In this article, we focused on studying the ef-
fectsofincompleteinformationontheuseofmarketingre-
search intelligence in international service settings. More
specifically, how decision makers in international service
organizations deal with incomplete information was
studied. Furthermore, we looked at the impact of incom-
plete information on decision makers’ evaluative judg-
ments in terms of satisfaction with, trust in information,
and their likelihood of using it for decision-making pur-
poses. For conducting the experiment, we focused on two
informational topics of importance for the international
marketing of services: information on the level to which
cross-nationalequivalenceinresearchdatahasbeenestab-
lished/checked and information on the financial account-
ability of international service investments.
Consistent with earlier research on human decision-
makingprocesses(e.g.,LipshitzandStrauss1997),there-
sults of our experimental study show that also in an inter-
national service setting, incomplete information will not
beignoredbydecisionmakers.Onthebasisofotheravail-
ableinformationandknowledge,theywillapplyastrategy
of inferential, assumption-based reasoning. Decision
makers will use other sources of information, such as in-
formationthatisavailableinthereport,otherrelatedstud-
iestheyarefamiliarwith,andownexperientialknowledge
to make predictions about the missing information and
then combine these inferences with the available informa-
tion to evaluate the overall decision-making usefulness of
a report. In this way, the informational uncertainty caused
by incomplete information is effectively dealt with.
With regard to the consequences of incomplete infor-
mation, several interesting results could be deduced from
the study. First of all, when distinguishing between com-
plete information on cross-national data equivalence as
wellasfinancialaccountabilityofinternationalservicein-
vestmentsandnoinformationabouttheseissuesatall,this
resulted in significant effects. In comparison to a situation
of incomplete information, complete information on data
equivalence and financial accountability of investments
led to a significant increase in a decision maker’s satisfac-
tion with the information available in the international re-
search report. Because marketing research is a service
provided by a research agency to a client, it is consistent
with earlier findings in services marketing research in
which positive relationships were found between service
quality and customer satisfaction (e.g., Parasuraman,
Zeithaml, and Berry 1994; Rust and Oliver 1994).
Furthermore, complete information also resulted in
higherlevelsoftrustofthedecisionmakerintheavailable
informationandahigherintentiontouseitwhenhavingto
make decisions about the international services strategy.
This also supports previous findings, indicating positive
relationships between uncertainty reduction and informa-
tion quality/completeness on one hand and trust and intel-
ligenceuse/evaluationsontheotherhand(Deshpandéand
Zaltman 1982, 1984; Moorman, Deshpandé, and Zaltman
1993; Potter and Beach 1994).




formation on whether research data are internationally
equivalent.Itwasfoundthatpresenceofaccountabilityin-
formation and a lack of equivalence information results in
higher satisfaction with and more trust in available infor-
mation compared to a situation of lacking accountability
information and presence of equivalence information.
This indicates that decision makers indeed subjectively
tendtodifferentiatebetweeninformationrelevancylevels.
However, no significant effect was found for the intention
to use available information. In other words, focusing on
relevant information improves decision makers’ evalua-
tive judgments of the information provided but does not
automatically imply that it is going to be used for future
decision making. This suggests that a distinction can be
made between attitudinal and behavioral consequences of
information presence.
The previous findings suggest that equivalence infor-
mation is of lower value to decision makers in interna-
tional service firms than financial accountability informa-
tion. Indeed, the presence of accountability information
positively influences satisfaction with, trust in, and inten-
tion to use the information, as can be concluded from the
significant main effects that were found for accountability
information. In contrast, no significant main effect was
found for equivalence information. However, from testing
ourlastsetofhypotheses,itcouldbeconcludedthatequiva-
lence information is playing a role in combination with ac-
countability information. The positive effect of account-
abilityinformationonsatisfactionandtrustturnedouttobe
significantly higher when information on cross-national
data equivalence was present in the report compared to
whenitwasmissing.Withrespecttointentiontousethein-
formation, no significant interaction effect was found, pro-
viding additional evidence of an attitudinal and behavioral
differentiation in evaluative consequences of incomplete
information.
Theoretical Implications
Part of the strength of a study lies in the recognition of
its limitations. This may suggest issues that merit future
research. In the first place, the experimental design per-
tainedtoanexperimentinthefield(inonespecificservice
firm with real decision makers) under laboratory condi-
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referring to an imaginary research report and decision-
making situation). As a consequence, the generalizability
of the findings would be limited with regard to real-life
marketing decision-making situations. Due to differences
in the purpose of the information, decision makers in-
volved, stage in the internationalization process implying
varying degrees of experience, and different service firms
intermsoflineofbusiness,size,markettype,andsoforth,
inferences about generalizability should be treated cau-
tiouslyandexploredonthebasisoffutureresearchinmore
real-life and other service situations.
More specifically, the use of an experimental design is
subjecttoinherentlimitationspertainingtoapossiblelack
of realism. For instance, our study involved a single sam-
ple of each subject group responding to one hypothetical,
written case on the basis of limited information. Even
though the results of the manipulation checks show suc-
cessfulmanipulationofinformationoncross-nationaldata
equivalence and financial accountability of international
service investments, differences may arise between simu-
lation and reality, affecting the way in which respondents
react.Onewayofdealingwiththismaybetoprovidemore
real-life scenarios by using physical research reports in-
steadofdescribingthemverbally.Inthisway,themanipu-
lated conditions are closer to holistic experience (“gestalt”)
of an actual marketing decision-making situation.
Furthermore,evaluativejudgmentsintermsofsatisfac-
tion,trust,andintentiontousehavebeenrestrictedtoasin-
gle decision-making episode, thus essentially studied
fromastaticperspective.Futureexperimentsmightinves-
tigate how these judgments develop over time to examine
the impact of missing versus complete information more
profoundly and in line with real-life dynamic situations.
In addition, because conducting a marketing research
project is a service, it can be argued on the basis of ad-
vances in attribution theory (e.g., Folkes 1994) that
decision-maker perceptions of satisfaction with and trust
in marketing research information may be influenced by
more than just the presence or absence of information in a
research report. Factors relating to the interactive process
of conducting an international marketing research project
may considerably moderate quality, satisfaction, and trust
evaluations by decision makers. This corresponds to find-
ingsofMoorman,Deshpandé,andZaltman(1993),which
indicatethattrustbetweenusersandprovidersofmarketing
research information is influenced by interpersonal charac-
teristics, such as expertise, integrity, confidentiality, timeli-
ness,andsincerityofproviders.Futureresearchshouldtake
the impact of such attributions into account. Finally, addi-
tional research is needed to address how missing informa-
tion has an impact on actual behavior rather than a decision
maker’s intention to use available information.
Managerial Implications
Our results have several managerial implications for
providersofinternationalservicesmarketingintelligence.
They may enable marketing researchers, when providing
their service to clients, to create conditions conducive to
effective use of marketing intelligence. First, based on the
conclusion that incomplete information is unlikely to be
ignored by decision makers, but will be compensated for
by making inferences on the basis of other information,
marketing researchers should acknowledge gaps in the in-
formation they provide. They can anticipate this by pro-
viding additional sources of information that decision
makers can consult in case of incomplete information,
such as managerial or research literature and information
on the Internet.
Next, the results imply that when conducting research
forcompaniesactiveininternationalservicesettings,sub-
stantial attention should be given to both the implications
of conducting cross-national service research and to con-
sequences for ROIs. Specifically, marketing managers
need to be reassured that reliable comparisons between
countriescanbemadeandthatattentionhasbeendirected
at making information internationally equivalent. In addi-
tion, they seem to value information about the financial
consequencesofproposedinvestmentsintheinternational
service strategy that follow from the research conducted.
Despitetheimportanceofprovidingcompleteinforma-
tion for the evaluation and use of intelligence, in practice
this might be hard to accomplish. Especially in situations
in which a tradeoff between what information to provide
has to be made, for example due to budgetary restrictions,
intelligenceproviderscoulddifferentiatebetweenrelevant
and less relevant information. A focus on financial ac-
countability information resulted in higher decision-
maker satisfaction with and trust in available information
than a focus on cross-national equivalence information.
Indeed, it seems that decision makers tend to value more
highly such more strategic information.
However, the significant interaction effect that we
foundbetweenpresenceofequivalenceandaccountability
information also suggests that additional information,
which might be perceived as less relevant, can add value
for decision makers as well. Information on the interna-
tional equivalence of the information in the international
researchreporthasanadditionaleffectonevaluativejudg-
mentsintermsofsatisfactionwithandtrustinavailablein-
formation if it is presented in combination with financial
accountabilityinformation.Theintention-to-useinforma-
tionwasnotsignificantlyinfluencedbyvariationsininfor-
mation relevancy. The level to which information is going
to be acted on may depend on other factors, as suggested
by Deshpandé and Zaltman (1982, 1984). These may in-
384 JOURNAL OF SERVICE RESEARCH / May 2000clude content quality (relating to additional issues such as
applied scientific research techniques, data collection
methods, sampling procedures), form quality of the re-
search report or its verbal presentation, and providing ac-
ceptable information that can be acted on.
Furthermore, situational factors such as line of service
business, firm characteristics, company objectives, level
ofbusinessexperiencewithforeigncountries,andsoforth
also will determine information content and use. For ex-





acteristics. The former situation would demand more
country-specific information on tariff and nontariff mea-
sures, government trade policies, local laws and regula-
tions,competitiveactivity,marketcharacteristics,cultural
background, local standards, specifications, expectations,
and distribution systems (Czinkota and Ronkainen 1995).
In the latter case, country-specific information may be of
lesser importance compared to more company-strategic




(A sample scenario referring to complete information on both
cross-national data equivalence and financial accountability of
international service investments)
Imagine yourself in the following decision-making situation:
A marketing research agency has conducted an international
study among customers of several local operating companies to
assess the perceived quality of various important service aspects
andsatisfactionwiththatservicequality.Youarebeingprovided
with an international research report in which the results of the
study are presented. On the basis of this report, you are expected
to make decisions on (improving) your company’s international
servicequalitypolicyorassistindecisionmakingonthismatter.
Whenreadingthereport,youfindallthebasicelementsthatyou
would normally expect to be present in a research report. These
include issues such as information on research design, data col-
lection methods, sampling techniques, sample composition, and
results and recommendations regarding international customer
service quality perceptions and satisfaction.
After browsing through the report, you are interested in more
detailed information. Given the international character of the
study, you would like to compare the various local operating
companies to see which country scores the highest on customer
satisfactionwiththecompany’sservicequality.Forthispurpose,
atableisincludedinthereportthatpresentstheoverallcustomer
satisfaction scores for every operating company. However, you
wonder whether you can readily compare these scores. Due to
differences in familiarity with research techniques and cultural
differencesregardingtheserviceaspectsthatareconsideredtobe
importantinthevariouscountries,problemsmayarisewhentry-
ing to compare the satisfaction scores. Different research proce-
dures and conceptualizations of the service aspects under study
maybeeffectiveindifferentculturesandcountries.Inthetextac-
companyingthetable,youreadthatseveraltechniqueshavebeen
applied by the research agency to establish equivalence in the
data and that the satisfaction scores have been checked on this
equivalence. This enables you to make quite reliable compari-
sons between the service performance of the various operating
companies.
In addition, you would like to know what the financial impli-
cations will be of decisions aimed at improving your company’s
internationalservicequalitylevel.Inotherwords,youwanttobe
convinced that investing in service aspects actually pays off fi-
nancially in the end. For this purpose, an appendix is included in
the report that explicitly addresses this issue. On the basis of the
recommendations given in the report, several cost-benefit sce-
nariosarepresentedintheappendix.Theseprovideyouwithuse-
ful insights on what financial costs international service quality
improvement efforts will incur and what the financial benefits
will be.
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